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e have identified 20 of the most influential megatrends set to shape the 
orld through 2030 and will provide in-depth thought leadership on the 
megatrends with the furthest-reaching impact on industries and consumers. 
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Smart Cities and Smart Homes 

Striving for Authenticity 

Shifting Economic Power 

\ Healthy Living 

Shifting Market Frontiers 

Technology 

\ Sharing Economy 

Searching for Simplicity 

\ Generation Gaps 

Connected Consumers 

Population Change 

\ v Experience More 

Multiculturalism 

Environmental Shifts 

/ Reinvention of Gender Roles 

Personalisation 

and Pressures 

/ Premiumisation 

New Ways of Working 

Changing Values 

/ Buying Time 

Middle Class Retreat 


/ Circular Economy 

Changing Family Dynamics 


Ethical Living 

Shopping Reinvented 





■ A megatrend framework enables us to better identify new emerging trends, while also monitoring the more 
established long-term megatrends shaping the world. With our access to tens of millions of data points, we 
are uniquely positioned to provide a holistic approach to megatrends analysis. 

■ This report looks at how the Middle Class Retreat and Shifting Market Frontiers megatrends overlap. 
Specifically, it explores new opportunities arising from this overlap, and the ways in which businesses adapt 
to changing middle class consumer behaviour across the emerging markets of Asia Pacific and Africa and 
the Middle East. 
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Emerging countries to drive future growth, yet income growth is limited 


1 Emerging countries, with Asia Pacific and Middle 
East and Africa in the lead, are forecast to drive 
future economic and consumption growth. Asia and 
Africa are forecast to account for 45.8% of global 
GDP and 44.8% of global disposable income by 
2030. 

1 Sustained economic growth, sizeable populations 
and an expanding middle class are set to drive 
economic and income growth. 

1 However, despite impressive economic gains, per 
capita income levels in Asia Pacific and Middle 
East and Africa are forecast to remain among the 
lowest globally. Infrastructure constraints, relatively 
high inflation levels and a lack of economic 
opportunities outside urban areas will prevent 
faster expansion of consumers’ incomes. 

1 This is also expected to impact the development of 
the middle class in these emerging markets. 

Despite the rapidly expanding base of middle class 
consumers, their income levels remain well below 
the middle class average in developed economies. 
In turn, this limits purchasing power and changes 
the consumption habits of the middle class. 
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Emerging markets and the Middle Class Retreat megatrend 


■ Although Middle Class Retreat is a megatrend 
that started in developed markets, where the 
middle classes were feeling squeezed ever since 
the global financial crisis, all the trends 
associated with Middle Class Retreat can also be 
observed in emerging markets. 

■ Consumer behaviours related to the Middle Class 
Retreat megatrend in emerging and developing 
countries are driven by a range of factors. These 
include relatively low discretionary spending 
power, which restricts purchasing decisions, high 
and rising rates of internet penetration and social 
media use, which make middle class consumers 
better informed, and infrastructure constraints, 
environmental shifts and pressures that 
increasingly require consumers to take action by 
making more responsible consumption decisions. 

■ Companies which appreciate the substantial size 
of the opportunities offered by the expanding 
middle class in emerging markets, while also 
understand the behaviour, values and priorities of 
middle class consumers in these markets, can 
truly capitalise on the potential of the middle class 
in emerging markets to succeed. 


Trends Associated with the Middle Class Retreat 
Megatrend: 
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Infrastructure constraints limit Asian middle class purchasing decisions 


1 Thanks to sustained economic growth, the average 
disposable income of middle class households in 
Asia is forecast to expand by more than 60% over 
2018-2030, to reach USD25,838. However, this 
forecast income remains around three times lower 
than that in North America or Western Europe. 

1 The slow transition into higher value-added 
economic sectors will partly contribute to the 
slower income growth in Asia Pacific. Thanks to 
improved employment opportunities, the majority of 
Asian consumers have escaped poverty, yet many 
remain in the lower-middle social class. Such 
consumers can now afford big-ticket household 
appliances or personal transportation; however, 
access to discretionary services associated with 
middle class consumption patterns remains limited. 

1 Underdeveloped infrastructure and lack of public 
services are other factors limiting discretionary 
spending capacity. A shortage of adequate 
housing, especially in urban areas, and limited 
access to social security provided by the state, 
inflates spending on essential goods and impacts 
the purchasing decisions of the Asian middle class. 


Population Structure by Social , Averag ® S° s S' e 

/->i Income of Middle Class 

Households, 2030 

USD23,899.6 

USD10,714.4 

USD15,022.7 

USD6,937.1 

USD8,228.0 

USD51,603.0 

USD16,082.8 

USD8,759.6 

USD11,399.2 

USD4,225.7 

0% 50% 100% 

Total population 

■ High-income ■ Upper Middle Class 

■ Middle Class ■ Lower Middle Class 

■ Low-income 

Note: The countries are ranked by size of total population. 
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The changing mindset of Asian middle class consumers 


1 In Asia Pacific, 48% of middle class respondents 
(earning between USD20,000 and USD40,000 per year) 
to Euromonitor’s Global Lifestyles Survey of 2019 
selected the statement “I like to find bargains” when 
asked about their shopping preferences. While this is 
not an insignificant proportion, it is lower than the 
proportions seen in Europe (54%) and North America 
(63%) - reflecting the generally higher confidence on 
the part of Asian middle class consumers. 

1 On the other hand, Asian middle class consumers show 
a higher tendency than their European and North 
American counterparts to select the statements “I like 
fewer but higher quality things”, “I try to lead a minimalist 
lifestyle” and “I am willing to buy second-hand items”. 
The values and priorities associated with these 
statements indicate a shift in consumers’ mindset 
towards a number of trends associated with the Middle 
Class Retreat megatrend, namely “Trading Up, Trading 
Down”, “Glorified Frugality”, “The Sharing Middle”, and 
“From Having to Being”. While the sharing economy has 
reached tremendous heights in Asia, the resale market 
is also growing in the region, as consumers are no 
longer prejudiced against pre-owned goods. 


Results of Asia Pacific Respondents in 
the USD20,000-40,000 Income Band* 
2019 



0% 20% 40% 60% 80% 100% 

Total respondents 
■ Yes ■ Unselected 

Source: Euromonitor International’s Global Lifestyles Survey 
* Note: The majority of middle class consumers in Asia Pacific fall under 
this income band. 
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Alibaba: helping to fuel growth in China’s second-hand market 



■Traditionally there has a been a stigma associated 
with buying used goods in China, although the 
situation is rapidly changing. 


■ Growing ownership rates for household durables 
and electronics, as well as the changing 
consumption patterns of the younger generation, are 
fuelling the expansion of China’s second-hand 
market. 


■ Various used items, ranging from clothing to 
electronics to cars, are now being offered via C2C 
online platforms. This lucrative market is also 
attracting the interest of the Chinese internet giants^ 


1 Alibaba is one of the pioneers in the Chinese 
second-hand market, and launched a separate 
platform, Xianyu, to handle C2C trade of 
second-hand items. 

1 As of 2019, Xianyu had more than 50 million 
users, with two million items reportedly being 
listed for sale each day. 

1 The total value of the second-hand market in 
China is forecast to reach USD145 billion in 
2020, thus fuelling the competition in the 
sector. For example, Alibaba’s largest rival 
Tencent is also planning expansion in the 
second-hand market. 
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MG: offering more for less to Bangladeshi consumers 



1 In 2019, car manufacturer Morris Garages 
(MG) started selling cars in Bangladesh. The 
company plans to initially start selling its SUV 
model ZS and will later expand the range with 
its MG3 compact car and ZS EV electric 
vehicle. 

1 Bangladesh is an attractive market for car 
manufacturers, thanks to its growing middle 
class and rapidly growing demand for new 
cars. Nevertheless, consumers’ purchasing 
power remains limited; thus, companies must 
adjust to the preferences of Bangladeshi 
consumers. 


■ MG plans to succeed by attracting Bangladeshi 
consumers who want luxury brands, yet whose choices 
are limited by their relatively low income levels. 

■ The first SUV offered by the company in Bangladesh is 
expected to have luxury features such as driver 
assistance technologies, cruise control, reversing 
camera and others. Yet the price of the vehicle is 
similar to smaller compact-class vehicles. 

■ Moreover, Bangladesh applies import duties based on 
a vehicle’s engine size; thus, MG’s cars will be offered 
with smaller engines to appeal to local consumers. 
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African middle class squeezed by slow income growth 


1 Income growth in the Middle East and Africa region 
is forecast to sustain its momentum to 2030, and 
drive the expansion of the middle class. 
Nevertheless, income gains in nominal terms are 
expected to be moderate. Excluding oil-rich Gulf 
states, the average income of middle class 
households in the Middle East and Africa is forecast 
to reach USD13,956 in 2030; around five times 
below the average in developed economies. 

1 The development of labour-intensive economic 
sectors, high income inequality and relatively high 
inflation levels will prevent faster income growth and 
middle class expansion. The majority of consumers 
in the Middle East and Africa are expected to 
remain in the low-income segment in 2030, while 
the middle class is likely to be squeezed by rising 
living costs and relatively slow income growth. 

1 The high reliance on agriculture and food 
processing industries in the region also hinders 
faster income growth and middle class expansion. 
Economies remain subject to adverse weather 
conditions, which impact harvest yields and add 
additional volatility to economic growth and inflation. 


Population Structure by 
Social Class 2030 


Average Disposable 
Income of Middle Class 
Households, 2030 



USD9,267.0 
USD2,495.0 
USD12,845.0 
USD5,107.0 
USD6,106.0 
USD3,248.0 
USD7,618.0 
USD2,328.0 
USD8,143.0 
USD12,481.0 


0% 50% 100% 

Total population 

■ High-income ■ Upper Middle Class 

■ Middle Class ■ Lower Middle Class 

■ Low-income 


Note: The countries are ranked by size of total 
population. 


Euromonitor International 


MEGATRENDS: CONVERGING MEGATRENDS - WINNING MIDDLE-CLASS 
CONSUMERS IN ASIA AND AFRICA 


PASSPORT 9 




CONVERGING MEGATRENDS: WINNING MIDDLE-CLASS CONSUMERS IN ASIA AND AFRICA 


3 in 5 middle class consumers in Africa & Middle East like to find bargains 


1 In Africa and the Middle East, as many as 60% of 
middle class respondents (earning between 
USD10,000 and USD20,000 a year) to 
Euromonitor International’s Global Lifestyles 
Survey of 2019 selected the statement “I like to find 
bargains” when asked about their shopping 
preferences. Although this proportion is smaller 
than North America’s regional average, it is 
considerably higher than that of Europe and Asia 
Pacific. 

1 With regard to other shopping preferences, the 
proportions of middle class consumers in Africa 
and the Middle East who selected the statements “I 
like fewer but higher quality things”, “I am willing to 
buy second-hand items”, and “I try to lead a 
minimalist lifestyle” are all considerably higher than 
in Asia Pacific, Europe and North America. 

1 These statements indicate the fact that Middle 
Eastern and African middle class consumers are 
more likely than their counterparts elsewhere to 
trade up, trade down, be frugal and hunt for deals 
and bargains as their income growth slows and the 
costs of living rise across the region. 


Results of Middle East and Africa 
Respondents in the USD10,000-20,000 
Income Bracket* 2019 



0% 20% 40% 60% 80% 100% 

Total respondents 
■ Yes ■ Unselected 

*Note: The majority of middle class consumers in Middle East and Africa 
fall under this income band 
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Carrefour: offering bargain prices to Kenyan consumers 


£ 


Carrefour 



Carrefour entered the Kenyan market in 2016, 
and since then has enjoyed unprecedented 
success. During 2018, Carrefour’s revenue in 
Kenya jumped by an impressive 71% to reach 
USD140 million. 

As of 2019, the company operated seven 
supermarkets in the capital Nairobi, with two 
additional stores in the pipeline. 

The company has announced it expects to 
sustain rapid growth and become the second 
largest retailer in terms of market share in 2019. 


■ The success of Carrefour can be attributed to the 
convenience of its shops and ultra-competitive 
pricing. 


For example, Carrefour offers refunds for 
consumers if they find cheaper equivalent items in 
Tuskys and Naivas stores - Carrefour’s two main 
competitors in the Kenyan market. 


■ Its successful pricing strategy sparked interest from 
the Kenyan middle class. According to Carrefour, it 
witnessed increased demand for imported cheese, 
vwines, and consumer electronics. 
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Uber: limited car ownership drives demand for sharing services 



Ownership of Passenger Cars by 
Region 2018 

Australasia 
North America 
Western Europe 
Eastern Europe 
Latin America 
Asia Pacific 
Middle East and Africa 

0% 20% 40% 60% 80% 100% 

Households 



■ Due to the limited purchasing power of the middle 
class, the car ownership rate in the Middle East and 
Africa remains the lowest in the world. 


However, at the same time this provides 
opportunities for ride-hailing companies offering 
personal transportation services. For example, Uber 
already has 36,000 drivers in sub-Saharan Africa, 
and plans further expansion in West Africa. 


■ For example, in 2019 Uber indicated it plans to 
expand its operations in Nigeria. The country 
remains an attractive market as its urban population 
is forecast to double by 2050. 
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What’s next? 


The Asian Century: Thanks to its vast population and economic potential, Asia will become the 
backbone and growth driver of the global economy. 


■ In 2030, Asia is expected to account for over one third of global consumer expenditure. China and 
India are forecast to account for the lion’s share of global consumption growth, while new emerging 
frontiers across Asia Pacific will also provide substantial growth opportunities. 


Africa Rising: Africa is a frontier market which is still complex and risky, but the continent’s rapid 
urbanisation, expanding middle class and rising internet penetration are giving rise to substantial 
and diverse opportunities. 


■ As well as being home to the world’s fastest-growing population, Africa is expected to enjoy a 
consumer spending growth rate that is faster than the global average in the coming decade. However, 
income gains are slowing, while the cost of living is rising. More than elsewhere, long-term planning is 
key to success. 


A new consumer profile: Just like in developed markets, middle class consumers in emerging 
and developing markets will have more power, and simultaneously demand both premium and 
value for money goods and services. 


■ Despite an expanding middle class with healthy confidence and rising incomes, the purchasing power 
of middle class households in emerging markets across Asia Pacific and Africa and the Middle East 
remains weak in comparison with their counterparts in developed markets. This, together with the rapid 
evolution and rising adoption of technology, has facilitated a change in consumers’ attitudes and 
behaviours away from ownership and towards a greater emphasis on value and sustainability. This 
attitudinal shift is giving rise to consumption trends in emerging markets that align with the Middle 
Class Retreat megatrend as manifested in developed markets. 
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This research from Euromonitor International is part of a global 
strategic intelligence system that offers a complete picture of the 
commercial environment. Also available from Euromonitor 
International: 


Global Briefings 

Timely, relevant insight published every month on the state of the 
market, emerging trends and pressing industry issues. 

Interactive Statistical Database 

Complete market analysis at a level of detail beyond any other source. 
Market sizes, market shares, distribution channels and forecasts. 
Strategy Briefings 

Executive debate on the global trends changing the consumer markets 
of the future. 

Global Company Profiles 

The competitive positioning and strategic direction of leading 
companies including uniquely sector-specific sales and share data. 
Country Market Insight Reports 
The key drivers influencing the industry in each country; 
comprehensive coverage of supply-side and demand trends and how 
they shape future outlook. 


Learn More 

To find out more about Euromonitor 
International's complete range of 
business intelligence on industries, 
countries and consumers please 
visit www.euromonitor.com or 
contact your local Euromonitor 
International office: 

Bangalore +91 80 67740500 
Cape Town +27 21 524 3000 
Chicago+1 (312)922 1115 
Dubai +971 4 372 4363 
Dusseldorf +49 211 8909 44 0 
Hong Kong +852 3461 3137 
London +44 (0) 207 251 8024 
Santiago +56 2 2 9157200 
Sao Paulo+55 11 2970 2150 
Seoul+82 2 6123 0200 0215 
Shanghai +86 21 603 21088 
Singapore +65 6429 0590 
Sydney +61 2 9581 9200 
Tokyo +81 3 3436 2100 
Vilnius+370 5 243 1577 
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